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Abstract

This research was aimed to identify the standard indicators of Spa Business in

Phuket, Phang-nga, and Krabi from the opinions of Spa managers and spa customers in

the Andaman area.

The focus group discussions, in-dept interviews with the spa managers and

questionnaires for spa customers were used for collecting research data.  The collected

data were subsequently verified, classified, analyzed, and descriptively presented. The

research findings were as follows:

The spa manager’s point of view revealed that Spa means aqua therapy

appropriate for the Andaman area, which is surrounded with sea.  Moreover, Andaman

area has diverse and fertile natural resources, quality human resources, ready

infrastructures, sufficient facilities, and unique cultures and traditions.

The spa customer survey presented that the main purpose of visiting a spa was

to relax. Aroma massage and Thai massage were the most favorite spa services of

Andaman spa customers. The two most important criteria of spa selection were

reasonable price and cleanness of places and therapists. The research indicated that

spa customers were highly satisfied with such qualities regarding therapists as
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cleanness, spa service expertise as well as attractive and proper uniform or dress.  Spa

customers were also impressed with the reasonable prices of spa services.

Overall, most of spa customers rated Andaman spa as 4 –5 star level and also

mentioned that therapists were well mannered and very friendly.  Most of the customers

wished to visit the spa again if they had a chance.  However, only a few samples did not

want to revisit the same spa because of the noisiness, the lack of communication skills,

the lack of expertise, and unhealthy equipment and product use.

As a result, the Andaman spa should be positioned as 4-5 star spa with natural

surroundings, tranquility, and reasonable price.  Moreover, the most outstanding image

of Andaman spa is the worthiness and quality spa service.  Thus, Andaman spa

business should be promoted on these strengths.

In terms of the Andaman spa standard, this research presented that spa

customers considered Andaman spa standard in two dimensions; the first was the key

indicators by sight and the latter was the key indicators by sense. Therefore, the

researchers classified the standard of Andaman spa into three parts: indicators of

places and environment, indicators of therapists, and indicators of spa services. The

research findings about the standard of Andaman spa in the spa customer’s

expectations were as follows:

The standard of places and environment consisted of the cleanness of places,

materials and equipment, convenience to reach, tranquility, and Thai style decoration.

The standard of therapists consisted of well manners, friendliness, expertise,

ability to serve as customer’s expectation, and communication skills.

The standard of spa services included reasonable prices, service variety,

cleanness of materiel and products, proper treatments duration, appropriate safety

system.

However, Andaman spa business also confronted with several obstacles; such

as lack of the spa experts, extremely decreased tourists on low season, communication

gaps between government and private sectors, price competition, lack of knowledge

and experience in spa business and the misconception of Thai massage.
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This research benefited Andaman spa business to develop unique Andaman

spa standard for worldwide reputation as a hub of health.


